Purpose -Debt is at a peak and consumers purport needing help with financial planning. To better understand the antecedents of financial planning behavior, the purpose of this paper is to examine the importance of cultural values in financial decision making within the context of Hispanic American consumers. A new conceptual model is proposed to integrate affect (cultural value) and cognition (financial knowledge) in financial planning. Design/methodology/approach -To uncover respondents' views on cultural values, financial knowledge, financial attitude, and financial planning behavior, an online survey hosted on a business school's website was distributed to members of two Hispanic Chambers of Commerce. The survey consisted of five parts, and took each respondent an average of 15 minutes to complete. The final data set has 158 observations. Findings -Results analyzed using structural equation modeling confirmed the hypotheses that financial knowledge, attitude, and perceived control simultaneously influence Hispanic consumers' intentions to purchase financial planning products or services. More interestingly, these results confirm that multiple different routes coexist in the decision-making process, especially within the Hispanic financial planning context. Originality/value -Key contributions of this paper include the conceptualization of cultural value as an antecedent to Hispanic financial behavior; detailing the different routes to financial decision making for US Hispanic consumers; and informing financial service managers on marketing strategies toward Hispanic consumers.
Introduction
More than half of Americans are living paycheck to paycheck and household debt has risen to $12.68 trillion in 2017, a peak that has not occurred since the Great Recession of 2008 (Fortell, 2017) . In total, 58 percent of Americans believe that their financial planning efforts need improvement (Northwestern Mutual, 2015) . Record high credit card and student loan debt combined with lack of savings for emergencies and retirements (Board of Governors of the Federal Reserve System, 2017) have necessitated a need for a better understanding of financial planning. As financial planning falls under the domain of financial well-being, it is important for marketers in wealth management to conduct research about consumer choice in areas such as insurance preference and investment portfolios, among others (Bruggen et al., 2017) .
Thus far, research in financial planning has focused on an individual's financial knowledge or financial literacy as the main antecedent to future-oriented financial planning. In other words, prior research has mainly viewed whether a consumer makes financial plan for their future (e.g. retirement, college education) or not as a function of how well they are informed about financial products (Fernandes et al., 2014; Robb and Woodyard, 2011; Wang, 2009; Xiao et al., 2011) . Some research investigated the emotional aspects of consumers in their financial decision making (Xiao et al., 2011) or in their financial wellbeing and satisfaction (Xiao and Porto, 2017 ) While one's knowledge about financial products and one's emotional status are important factors, these works have overlooked a person's value system that might impact their future-oriented decision about financial planning. Much of the planning toward future financial health in retirement, college education, and life insurance rests on how much one values their own immediate and extended family. Missing from the extant research is an investigation that captures the cultural values as an antecedent to making future-oriented financial planning. In order to fill this gap, this present research conceptualizes cultural values as affect, knowledge as cognition, and investigates the co-contributing routes of cognition and affect to consumers' financial planning behavior. While cultural values are often investigated as antecedents to consumer decision making for services (e.g. Leo et al., 2005; Mattila, 1999) , they are seldom included in explaining decisions toward financial services.
Investigating cultural values in financial behavior is particularly important in the USA. The USA is a very diverse country with many ethnic groups. These ethnic groups are laden with diverse cultural values. One such group is Hispanic Americans. Hispanic Americans are the largest and fastest growing ethnic group in the USA. In 2010, one in every six Americans is Hispanic (Ennis et al., 2011) . From 2000 to 2010, Hispanic Americans had a 43 percent increase in population (Ennis et al., 2011) , and is expected to grow 167 percent from 2010 to 2050 (Lowrey and Taylor, 2014) . There is an urgent need for financial service managers to understand this ethnic group and their financial behavior as there are limited conclusive research findings other than that they are reported as acting differently than non-Hispanic groups (Plath and Stevenson, 2005; Wang and Hanna, 2007; Watchravesringkan, 2008; Yao et al., 2005) . There is a lack of research that has investigated the causes of why this group acts differently than non-Hispanic consumers in the USA when it comes to their choices of financial services.
One of the most distinguishing aforementioned features of Hispanic culture is its collectivist and family-centric cultural value, known as familism, and it is the main driving force behind their consumer behavior (Villarreal and Peterson, 2009) . Familism is the most important value in the Hispanic culture when compared to other cultural values (Villarreal and Peterson, 2009 ). Because of this cultural value, many Hispanic Americans have extensive strong family ties and multigenerational relationships. As a result, financial matters are often viewed as family matters that are influenced and supported by parents, grandparents, and relatives (Lowrey and Taylor, 2014) . As it is common in financial behavior research to view a family or household as a unit of measurement (Plath and Stevenson, 2005) , it is appropriate in this paper to investigate familism as an important factor in Hispanic consumers' financial planning. This paper proposes a new conceptual framework in which the cultural value of familism is added as an antecedent to financial decision-making behavior. In essence, the new framework conceptualizes the dual processes of cognition (expressed in financial knowledge) and affect (values on familism) co-contributing to financial planning decisions (theory of planned behavior: attitude, perceived, control, and behavior). This new conceptual framework differs from previous work and adds new knowledge to previous works in two areas: it adds cultural value as an antecedent to financial behavior, and by simultaneously measuring affect and cognition of the financial decision-making process, it adds nuance to the extant research that only focused on the impact of financial knowledge on financial behavior. The conceptual framework hypothesizes the following causal links: cultural values to both attitude and perceived behavioral control; financial knowledge to both
727
Integrating affect, cognition, and culture attitude and perceived behavioral control; and financial knowledge, attitude, and perceived behavioral control concurrently linked to financial planning behavior intention. The empirical causal model is estimated using structural equation modeling (SmartPLS 2.0) based on survey data collected from members of Hispanic Chambers of Commerce on the East Coast, with results supporting most of the hypotheses.
The remainder of the paper begins with a literature review of a discussion of the cultural value of familism (affect) among Hispanics, cognition in decision making, and cognition and affect routes to financial behavior, followed by hypotheses development. Data collection and empirical measurement are then presented with results and discussion, and concluding remarks address the theoretical contributions and managerial implications.
Literature review and hypotheses development
This section begins with a review of works related to affect in the form of familism within the Hispanic context, followed by literature that focuses on cognition in financial decision making. A summary of representative literature relevant to this research is listed in Table I . Based on the literature, hypotheses development is presented.
Cultural value of familism and Hispanics decision making
Familism impacts a person's decision-making process in that family members or family priorities have a dominant influence on one's own psychological process: the greater degree of familism, the more influenced individuals are by their spouses and children (Villarreal and Peterson, 2009) . Familism is the most important value in the Hispanic culture when compared to other values of simpatia, respeto, fatalism, and machismo, and it is also the most prominent one that distinguishes it from non-Hispanic culture (Villarreal and Peterson, 2009 ). This sustainable and cultural value does not vary from country to country and is not subject to dilution over generations or acculturation among all Hispanic groups (Villarreal and Peterson, 2009) .
The relationship between cultural value and decision-making behavior is as follows. Cultural value is an affect and is an antecedent to attitude within the context of the theory of planned behavior. Affect differs from attitude in that affect is a subjective response while attitude is a summary evaluative judgment of an object (Malhotra, 2005) . Extending this to the cultural value of familism, the role that familism plays in the decision-making process falls under the domain of the value-attitude-behavior hierarchy, which is salient across all cultural groups, but particularly so in Hispanics (Gregory et al., 2002; Gregory and Munch, 1997) . In other words, there is strong evidence that Hispanics include their value system in their decision making, and tend to link their value to their decision-making process more so than groups from other culture.
Another source to understand Hispanics and the role cultural values influencing their decision making is from cross-cultural studies. When investigating the linkage of cultural values and a person's perceived control (locus of control, self-efficacy, and control of external events), it was found that people from collectivist culture have less perceived control than people from individualistic culture ( Ji et al., 2000) . People with Hispanic origins are viewed as being from a highly collective culture ( Ji et al., 2000) . However, a contrary argument was also made that people from collectivist cultures tend to place more importance on their relationship interdependencies with their group and so they tend to exercise more self-control when making financial decisions (Pirouz, 2009) . Nevertheless, across various ethnic groups, locus of control is positively correlated to better financial behavior (Grable et al., 2015) .
Affect and financial planning
From the evidence of strong value-attitude-behavior hierarchy among Hispanic consumers coupled with a salient cultural value component of familism in their decision-making 
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Integrating affect, cognition, and culture process, we propose that the role of familism will extend into influencing the financial planning situation. The rationale is that as financial planning is a commitment that aims to protect one's family and family assets, it is likely Hispanic consumers value their family highly, thus leading to their favorable attitude toward engaging in future-oriented financial planning that will protect the future of their families. Moreover, given that cultural values are linked to perceived control with the more control the better financial behavior, we believe that for Hispanic consumers, familism acts as a control mechanism that positively impacts their financial planning behavior. More formally, we hypothesize:
H1. There are two routes that cultural value of familism impacts Hispanic American financial planning decisions: (a) familism positively impacts attitude and subsequently impacts intention to purchase financial products; and (b) familism positively impacts perceived control and subsequently impacts intention to purchase financial products.
Cognition and financial decision making
In decision making, knowledge represents a major cognitive or rational component (Loewenstein and Lerner, 2003) . As a cognitive effort, financial knowledge directly impacts financial behavior. Financial knowledge impacts a consumer's risk-taking behavior (Wang, 2009) , and correlates with financial planning practices through areas such as risk management of life, health, and auto insurance; emergency funds; credit reports; overdraft; credit card payoff; and retirement accounts (Robb and Woodyard, 2011) . Most research findings support the notion that the more knowledge individuals have about a financial product or service, the more effective they will be in using the financial product or service, whether it is credit card borrowing, saving for retirement, financial planning, or money management (for a review, see Robb and Woodyard, 2011) . The financial literacy literature also confirms that financial knowledge is a mediator between financial education and financial satisfaction (Xiao and Porto, 2017 ). An exception to this positive correlation between knowledge and behavior is in the case of college students. Robb and Woodyard (2011) found that more knowledge about credit cards is associated with a higher debt balance, whereas Xiao et al. (2011) demonstrated that knowledge does not impact debt balance one way or another. Similarly, Tang et al. (2015) found a weak association between financial knowledge alone and behavior in young adults. Indeed, Huston's (2010) meta-study of financial literacy concluded that financial knowledge itself might not improve financial behavior due to cognitive biases and self-control problems, among others. Financial knowledge has two dimensions: objective knowledge, defined as what a person actually knows, and subjective knowledge, defined as the degree of confidence a person has in his or her own knowledge (Robb and Woodyard, 2011) . Research results show that the impact of objective and subjective knowledge on financial behavior is mixed. Sivaramakrishnan et al. (2017) found that only objective financial knowledge influences financial behavior in a study of more than 500 retail investors in India. Other researchers found among consumers in the USA that subjective knowledge has a larger impact than objective knowledge in financial planning practices (Hadar et al., 2013; Robb and Woodyard, 2011) and in mutual fund investment (Hadar et al., 2013; Wang, 2009 ). More specifically, in mutual fund investment, Wang (2009) found that individuals with higher subjective or self-assessed knowledge are more likely to take more risk than people with less subjective knowledge.
Similarly, in financial planning, Hadar et al. (2013) found that consumers who have more confidence in their own knowledge engage more in positive financial planning behavior than consumers having less confidence in their knowledge.
Financial knowledge and attitude toward decision making
Financial knowledge is also an antecedent to attitude toward financial behavior. In other words, the impact of financial knowledge on financial behavior can be mediated through attitude (Xiao et al., 2011) , with attitude being a major component of the Fishbein TPB model. Attitude, while simply defined as a summary evaluative judgment of an object, has evolved into multiple interacting relationships with affect and cognitive resulting in cognitive attitude, affective attitude, and conative attitudes (Malhotra, 2005) . Researchers have various definitions of financial attitude. One interpretation is that financial attitude is an evaluative response toward a particular financial behavior, such as risky credit card borrowing (Xiao et al., 2011) . Another interpretation is that financial attitude is described as one's subjective confidence in one's financial knowledge of financial planning (Robb and Woodyard, 2011) . According to Plath and Stevenson (2005) , financial attitude is not the same as money attitude; money attitude is a belief about what money symbolizes and its perceived value. They reported that, based on money attitude, only two of the four dimensions (power, time, anxiety, and quality) explained a Hispanic American household's financial assets portfolio. They also reported that Hispanic Americans are more short term in their investments when compared to non-Hispanic White Americans.
While there is no convergence in the definitions of financial attitude, research findings converge to link financial knowledge positively to financial attitude, with more knowledge leading to a more positive attitude. Fry et al. (2008) reported that an increase in knowledge about savings eliminated pre-existing negative attitudes toward saving for retirement. More knowledge about credit cards improves one's attitude toward borrowing through credit cards (Xiao et al., 2011) . Xiao et al. (2011) concluded that college students internalized their subjective knowledge and incorporated it into their positive attitude toward credit card usage. Financial attitude was more relevant than financial knowledge in impacting financial planning (Robb and Woodyard, 2011) .
Financial knowledge and perceived control
There are two dimensions of perceived control when it comes to financial behavior: internal (self-efficacy) and external (controllability) (Xiao et al., 2011) . They found that students who reported higher self-assessed credit card knowledge were more likely to perceive themselves as being able to control (both internal and external) their risky credit card spending. Similarly, Perry and Morris (2005) found that a locus of control mediated financial knowledge in consumers' likelihood to save, budget, and control spending. In a multiple cultural group setting, researchers found that the higher the locus of control, the better their financial behavior (Grable et al., 2015) .
Based on prior works that confirm the direct positive impact of consumers' financial knowledge to their financial behavior that includes mutual fund risk-taking investment, financial planning, and others; the positive impact of financial knowledge to both attitude; and knowledge to perceived control leading to financial behavior, we propose that these relationships between financial knowledge and financial behavior also exist among Hispanic American consumers. More formally, we hypothesize:
H2. There are three routes from financial knowledge to financial behavior among Hispanic American consumers: (a) financial knowledge directly and positively impacts intention to engage in financial planning; (b) financial knowledge positively impacts attitude, and attitude, in turn, impacts intention to engage in financial planning; and (c) financial knowledge positively impacts perceived control, and perceived control positively impacts intention to engage in financial planning.
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Concurring affect and cognition routes to financial decision making Extant literature has examined cognition/affect, mind/hearts, thinking/feeling, conscious/ unconscious, system 2/system 1, cold/hot dichotomous routes to economic decision making (Alos-Ferrer and Strack, 2014; Kahneman, 2011) , they converge toward the consensus that like other decision-making situations, consumers use dual processes of cognition and affect in making decisions (Schaller and Malhotra, 2015) . In some high-stake scenarios (hormone replacement therapy), researchers found both affective and cognitive components leading to consumers' attitudes and intentions toward their decisions (Schaller and Malhotra, 2015) .
However, in financial decision-making research, affect is used as an endowment effect prior to decision making. In Lerner et al. (2004) , they manipulated affect (sadness in watching a movie clip) prior to asking individuals to set a selling price for a product and found the group that was exposed to sadness resulted in setting lower selling prices when compared to the group that was exposed to a neutral emotion movie clip. Their dual process of affect and cognition was sequential and did not occur at the same time. A more nuanced suggestion is that evaluative judgment (i.e. attitude) could be preceded by both low-level affective and low-level cognitive processes (Malhotra, 2005, p. 480) .
In extending prior works and their results to the evaluation of various future-oriented financial services such as financial planning, one can argue that it is possible that consumers may possess limited to extensive information about a specific financial product, and that they simultaneously have some weak or strong affective feelings (positive or negative) toward their spouses or children, thus resulting in both low-or high-level thinking and feeling funneling into their evaluative judgment of financial planning services. This leads us to the following hypothesis:
H3. Both affect and cognition have concurring impact on financial behavior: (a) affect in the form of cultural value of familism positively impacts attitude, and attitude subsequently impacts Hispanic American consumers' intention to engage in financial planning; and (b) cognition in the form of financial knowledge positively impacts attitude, and attitude subsequently impacts Hispanic American consumers' intention to engage in financial planning.
The hypothesized relationships of affect, cognition, and financial behavior are depicted in Figure 1 . Methodology Data collection and sample As Hispanic Americans are a highly sought group of consumers by financial service industries for their economic importance and demographic growth in the USA, financial institutions often invite experts from higher education institutions and collaborate with local Chambers of Commerce to conduct research. This study was conducted under such a triadic industry-university-community collaboration. In this collaboration, the Hispanic Chamber of Commerce in Palm Beach County, the Puerto Rican/Hispanic Chamber of Commerce for Palm Beach County, a nationwide insurance company, and a business school at a Florida university collected survey data from Hispanics living in South Florida. Florida is one of the top three states with the largest Hispanic population (Ennis et al., 2011) . A survey questionnaire was developed based on established instruments from prior literature (Ajzen, 2002; Robb and Woodyard, 2011; Villarreal and Peterson, 2009; Wang, 2009; Xiao et al., 2011) . The online survey was hosted on the business school's website. The researchers collaborated with the aforementioned Chambers of Commerce and sent e-mail invitations to members of these organizations to solicit their participation in the survey. More than 500 e-mails were sent to members in these two Chambers of Commerce.
The survey consisted of five parts, which took each respondent an average of 15 minutes to complete. Each participant signed a consent form to comply with the Institutional Review Board for human subject approval purposes. There were 169 respondents who participated in the survey. In total, 11 cases with missing data appeared to be random and were removed from the analysis. The final data set has 158 usable observations.
Measures
The following constructs were measured: cultural values (VALUE), subjective financial knowledge (KNOWLEDGE), attitude (ATTITUDE), perceived behavioral control (CONTROL), and financial planning intentions (INTENTION). The indicators used for each construct are listed in Table AI. For VALUE, we asked respondents about the relative importance of their family. They were asked to indicate their agreement or disagreement with three statements: I always help family members when they are in trouble; the welfare of the family is more important than my own; and I expect to care for my parents financially when they are older. The scale ranged from 1 (strongly disagree) to 7 (strongly agree). The measurement is similar to those from Villarreal and Peterson (2009) .
To measure KNOWLEDGE, we provided the survey participants with three financial services and asked them to indicate how knowledgeable they were in each area using a five-point Likert scale, with 1 representing not at all knowledgeable and 5 representing extremely knowledgeable. In our survey, we asked for knowledge about three products: life insurance, retirement planning, and college savings. These questions are similar to ones used in prior work (Robb and Woodyard, 2011; Wang, 2009; Xiao et al., 2011) .
To measure ATTITUDE, we provided respondents with a list of statements and asked them to agree or disagree using a seven-point Likert scale, with 1 representing strongly disagree and 7 representing strongly agree. We asked respondents the following three statements: Financial planning is one of my top priorities; I know that developing a financial plan will increase my success; and I wish to know more about how to plan for my financial future. These questions are adopted from Ajzen (2002) .
Respondents were asked the following three statements for CONTROL: I feel confident selecting investment alternatives to meet my goals (e.g. IRAs or cash deposits); I am doing a good job of preparing financially for my retirement; and I wish I were more in control of my finances. Similar perceived financial control measurement has been used in Xiao et al. (2011) .
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Integrating affect, cognition, and culture For INTENTION, three items that correspond to the items asked about KNOWLEDGE were used: life insurance, retirement planning, and college savings. Again, respondents were asked to indicate their interest in purchasing these using a five-point Likert scale, with 1 being not at all interested and 5 being extremely interested. These questions are adopted from Ajzen (2002) , which were also used in Xiao et al. (2011) . Table II depicts the demographic analysis of the overall sample. The age of respondents ranged from 25 to 69 years, with the average person being 44.3 years old. The majority of respondents were well educated, with 72 percent having obtained a Bachelor's degree or higher. In fact, 22 percent of respondents had a graduate degree. On ethnicity distribution, 80 percent of our respondents were originated from either a Caribbean island, Puerto Rico, or South America. As for marital status, 73 percent of our overall sample was married and 81 percent had dependent children.
Demographic variables
In total, 42 percent of our respondents said they had parents and other family members to support them. Slightly more men (55 percent) filled out the survey than did women. We asked respondents to indicate their generation level and found that almost half of them (49 percent) were not born in the USA, classifying them as the first generation in the USA. In all, 43 percent were born in the USA and are classified as second generation, whereas only 8 percent had parents and grandparents born in the USA, classifying them as third generation. In our models, we included income groups and education as control variables. The majority had an annual household income of greater than $100,000.
The classification of income group follows that of Plath and Stevenson (2005) . 
Data analysis
As our data are collected from same-respondent replies, we took the following steps to address the common method bias that may arise from such data set. We follow the guidance of Podsakoff et al. (2003) and Chang et al. (2010) to address this issue. First, we reported the correlation matrix of all the survey questions in Table III . Following that we used SPSS 24.0 and conducted two ex-post tests: first, Harman's one-factor test and found that not one single factor consists of more than 50 percent of the total variance, suggesting that the variables used in this study did not fall into one factor. In other words, the items were not one-dimensional and measuring the same thing. Table IV reports such results. We further conducted principal components analysis (without and with rotation) and confirmed that there are more than one factor in our data set. The Bartlett's test at 0.85 ( p ¼ 0.00) confirmed that there are more than one factor since the suggested criterion is 0.60. Table V reports the results of this test. The scree plot in Figure 1 further suggests that there are four or five components, with the total variance and component (1) (2) (3) (4) (5) (6) (7) (8) (9) (10) (11) (12) (13) (14) (15) (1) Value_help 1.00 (2) Table VI suggesting four components after rotation. Furthermore, from an ex-ante approach to address common method bias, our survey questionnaires consist of varied Likert scales with some questions asked in the range of 1-5 and some questions asked in the range of 1-7, with some questions being asked in reverse scale and re-coded subsequently for analysis (Figure 2) .
We used partial least squares (PLS) implemented in SmartPLS 2.0 (Ringle et al., 2005) for its robustness to violations of data normality regarding distribution or measurements, a condition commonly found in behavioral studies (Hair et al., 2012) including this study. Because PLS uses partial or one part of the model being estimated at a time, it has large statistical power for a smaller sample size under 200 observations (Hair et al., 2012) . Our data set contains 158 observations, in line with the 180 average sample size reported using PLS in business research (Hair et al., 2012) . PLS is also selected because of the discovery-oriented and theory-primitive nature of this paper (Wold, 1985, p. 589) .
PLS comprises two levels of analyses: the measurement model and the structural model. The former analyzes the relationship between the latent variables (LVs) and their indicators. The structural model analyzes the relationship between LVs. For our models, we have three paths leading to the dependent variable, with 3 being the highest number of indicators within a LV. Our sample size for the model therefore satisfies the ten-times rule, which recommended that sample size be either ten times the largest number of paths (indicators) leading to any LV in the outer model, or the number of paths leading to the dependent variable (Hair et al., 2012 , and the maximum number of iterations set at 300. In reporting the results of the reflective outer model, we follow the Hair et al. (2012, pp. 429-430, Table V ) For internal consistency and reliability, we report in Table VIII the composite reliability (CR) of the LVs in Table IV . CR is the appropriate measure to report instead of Cronbach's α, and the recommended value of CR is larger or equal to 0.70 (Hair et al., 2012) . The CRs of all LVs for the models are above 0.70. The (Hair et al., 2012) , and all our constructs AVEs are above 0.50. We use both the FornellLarcker criterion and cross-loadings to report discriminant validity. For the former, the square root of each construct's AVE should be larger than the correlation with any other construct. In our results, none of the correlations with any other construct is larger than the square root of each construct's AVE. We also confirmed that no indicators cross-loaded on another construct. In other words, each indicator has the highest correlation with its own construct than with any other constructs. For brevity, we did not report these numbers.
Estimation results for the structural or inner model
For the analysis of the inner model, we use the bootstrapping procedure in SmartPLS 2.0. We use the original number of observations (158) as the number of cases, and we use a sample of 1,000 for each model. Our reporting follows the recommendations of Hair et al. (2012) . Figure 3 reports the R 2 , signs and the significance of path coefficients, and Table VIII reports the path coefficients, standard errors, and t-statistics of the model and summarizes the hypotheses' test results. H1a is supported, meaning value positively and significantly impacts attitude (path from value to attitude) and subsequently impacts intention (path from value to attitude to behavior intention). This is also true for H1b in which value positively and significantly impacts control (path from value to control) and subsequently impacts intention (path from value to control to intention). H2a is supported in that knowledge directly impacts intention positively and significantly (path from knowledge to intention), but knowledge path to attitude H2b was not statistically significant and its subsequently path to attitude to intention was not statistically significant either. The same is true for H2c; the path from knowledge to control not being statistically significant nor its subsequent path from knowledge to control to intention. Finally H3 is partially supported. Value is processed toward attitude and then intention while knowledge goes directly to intention without passing through attitude nor control. These results and hypotheses support are reported in Table IX .
Discussion
Our results found positive and statistically significant impact of familism on attitude and subsequent attitude to intention to purchase financial planning services (H1a, H1b, and H3a). These results strongly support prior literature of the value-attitude-behavior hierarchy that is particularly salient among Hispanics (Gregory et al., 2002; Gregory and Munch, 1997; Villarreal and Peterson, 2009 ). Our results extend prior research to the financial service area. We also found significant impact of familism on control and subsequently control to intention to purchase financial planning services among Hispanic American consumers (H2a, H2b, and H3a). These results support prior research that addressed the linkage of cultural values to a person's perceived control within a collectivist culture ( Ji et al., 2000) . Also, our results found positive and statistically significant impact of financial knowledge on financial planning, supporting prior research that found that financial knowledge impacts financial behavior (Fry et al., 2008; Robb and Woodyard, 2011; Wang, 2009 ). However, our results did not find financial knowledge linking to attitude or control, contrary to results found by prior works (Robb and Woodyard, 2011; Xiao et al., 2011) . This is intriguing. One explanation could be that prior research separates knowledge into subjective and objective dimensions and were able to find subjective knowledge impacting attitude and control (Xiao et al., 2011) . As for the co-concurrence of affect and cognition in the attitude-intention decision-making process, our results only found it to be true with affect but not cognitive. This perhaps can be explained by affect may sometimes dominate over cognitive route in some decision-making process (Young and O'Neil, 1992) or affective emotions in some cases precede cognitive processing in economic decision making (Lerner et al., 2004) . Nevertheless our results did show knowledge matter in decision making but it just took a different or shorter route from knowledge directly to intention instead of going through attitude or control. The indirect path from value to attitude to intention is a multiplication of value to attitude × attitude to intention. Similarly for path from value to control to intention. Same multiplication is performed for knowledge to attitude to intention. *,**,***Significant at the 1, 5 and 10 percent levels, respectively 
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Conclusion
We introduced an integrative framework that combined the cultural value of familism, knowledge, and the theory of planned behavior within the context of Hispanic consumers. We hypothesized the simultaneous impact of affect, cognition, attitude, and perceived control on financial planning behaviors. Our results confirm the workings of affect and cognition on financial behavior for our sample of Hispanic participants.
Academics and financial institutions continue to seek a better understanding of the link between financial knowledge and behavior (Hill and Perdue, 2008; Tang et al., 2015) , the main theoretical contribution of this paper is that we introduced the concept of cultural value (familism) as affect in financial behavior. We substantiated our conceptual framework by empirically testing the antecedents of cultural value to the theory of planned behavior within the financial behavior domain. Another contribution is that we integrated affect and cognition together in one causal model and thus consolidated prior works that have treated knowledge separately from the theory of planned behavior context (e.g. Wang, 2009 ). Our results shed light on the urgent need to understand the financial behavior of an increasingly important consumer group in the USA -Hispanic Americans (Lowrey and Taylor, 2014) .
Our results have several managerial implications for financial service: first, cultural values are important antecedents to financial behavior, and thus managers may consider calibrate their tactics according to their clients' cultural values. Second, our results found cultural value impacts attitude. We suggest that managers find ways to change their customers' attitudes through their cultural value. Third, our results found that cultural values impact control.
Managers could leverage their customers' cultural value to boost their customers' confidence toward their own financial behavior.
Although we have collected data from various Hispanic American groups, our sample size remains small. Future work should consider collecting a larger sample size and a wider range of samples to enable research on additional, different groups of Hispanics. Another limitation of this research is the small number of financial products used in our measurement. Future research should include more products and possibly further categorize them into investment, savings, protection of assets, and others.
